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ABSTRACT 

This program guide outlines the development* of and , 
provides guidelines for implementing a mbdel community education* 
project entitled: Fire Education and the News. Developed to encourage 
fire departments and local television stations to work together to 
produce in-depth new programing on fire safety, the* Fire Education 
a'hd the News program provides on-site technical assistance, telephone 
and written consultation, and financial support to local fire, 
departments and news stations so that they can produce a 
locally-relevant fire safety mini-documenta.ry . The following topics 
are discussed in the .'guide: the potehtial impact of the broadcasts, 
the background of the Firfe Education and the News program, the way in 
which 1 the proqram works, highlights of " project-developed programs 
aired in 10 cities throughout the cduntry, guidelines for organizing 
a similar program, and a sample day-to-day production schedule. Also 
indltided in the guide are, sample publicity releases and' procedures 
for use; in evaluating the* pro ject ' s * impact . (MN) 
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FOREWORD 



To the Public Eire Educator -\ ' * • 

l * 

. ...... 1 1 

. The project described in this publication is the most cost-effective way to provide vital 

life safety information to your community. This project is the Jocal production of a tele- 
vision news fire safety mini-documentary. 

" * -» 

Virtually every tommunity in this country is reached by a television signal. And one of 
the most popular of all television programs is the local news. It seems only natural then for a 
fire department . to work with local telev ision not just to report a firtf, but to report on how to 
prevent a fire. , , m ' - 

s , 

'piis use of local television news programs to communicate fire and burn prevention 
information h&s proved highly successful. The fire departments that have participated in 
this project have significantly helped their communities and themselves. 

in our complex society, the responsibilities of those who provide fire and emergency 
services are being increased, oftpn withput additional resources. I urge you to approach a 
television station in your area with this project. 

^ Not only will you open the doof to a highly responsive ne\V resource, but you will 
magnify the impact of your public education program a thousand fold. For further informa- 
tion and assistance, contact G. Clay Hollister, (phief, Public Education Program, Office of 
Fire Protection Management, U.S. Fire Administration, Federal Emergency Management 
Agency, Washington, D.C. 20472/ * •> 



Richard Strother, 

Associate Administrator . * 

Office of Fire Protection Management . 

U. S. Fire Administration 

Fec^ral Emergency Management Agency 
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Fire Service and Television News 
Are Opening a New Frontier in Public Fire Education 

t 

IHow wouid you like to reach hundreds of thousands of people in you.r city and state 
fe-saving fire .preverytion- message^and-spend ^ minimu m. jOJLyoiiiLjep artm^nt's 
tight budget? ' , „ - 

How would you like to dramatically improve the credibility, image, and teamwork 
of fire departments throughout your region? . / . 

- How would you like to transform hard-nosed television news reporters and pro- 
ducers into solid proponents of public fire education? 

"Sounds too good to be true," skeptics might say. But fire departments from coast 
to coast are already proving" that 'fire education and television news can mix.— with 
phenomenal results. _ • 

The catalyst for this growing new partnership between fire educators and tele- 
vision news-is a pilot "program developed by the Federal Emergency Management Agency 
(EEMA). From December 1980 through February 1982, FEMA's "Fire Education and the 
NewsJ' program has already involved 90 fire departments in 41. metropolitan areas from 
the Atlantic to the Pacific. 

t 



The purpose of this program is to take advantage of the enormou^ public*education 
potential of television news and improve the relationship"b£tween,the fire service and 
television' news departments. Improved relationships are expected to lead to more 
in-depth fipe^safety programming. At the same time, the program seeks *to build 
cooperation mid teamwork within the fire service^ by encouragirfg fire departments in 
metropolitan areas to join forces and share resources in collective public education* 
efforts. 



Fire' educators in cities as diverse as Detroit and Anchorage, assisted by a FEMA 
media consultant, offered the top-rated TV news station in their locality an opportunity 
to develop a series of in-depth reports, or "minidocumentary," on fire safety* Then, fire 
service personnel helped facilitate the production process. How did thq programs turn 
out? "Fantastic," says a television news director. 

% # .■ * 

Listen to fire service personnel who have been involved in these programs. "We're 
excited," says Diane Roche, fire education specialist for the Virginia Beach, Virginia Fire 
Department. "It was the first time that Tidewater area fire departments made an 
attempt to work with the media, and it turnedout great." Roche led a production effort 
in the Norfolk, Virginia area invdlving seven municipal fire departments plus' fire 
departments at three local U.S. Navy installations. 

» 

"The entire effort "was exceptional," reports Lynn Oliver, deputy fife marshal with 
the King County, Washington Fire Marshal's Office'. Oliver coordinated a production that 
included the Seattle Fire Department and eight other fire jurisdictions in King County. 

According to Lt. Monte Brown of the Aurora, Colorado Fire Department outside 
Denver, "The production went like clockwork. We got the information out. all over the 
state." Four suburban departments joined forces' with the Denver Fire Department and 
„ State Fire Marshal's Office to mount this production effort. J 

In Los Angeles, 18 Southern California fire departments and hundreds of schools 
participated in the production of a ftve-part series aired on ttik number one rated news 
station. Captain Joe Day, who heads the education unit of the Los Angeles County. Fire 
Department, called the series "an excellent presentation, very successful."* How success- 
ful? An estimated seven million viewers 'watchecl the Los Angelas series. 

■ * i 

Fire educators are not the only; ones who are excited about the "Fire Education 
and the News" program. The enthusiasm has ^pre^d ttf television news reporters and 
producers involved in the 'productions. "W.orking on this series really charged us up as 
Journalists;" says Susan Hut.chison of KIRO-TV in Seattle. "We felt like we were -doing 
something that really mattefed. H Hutchison doesn't hesitate to point out that she is "now 
"really tuned in to fire education. I gained a tremendous amount of knowledge that will 
stick with me for the rest of my life." 

TV netfs personnel wer'e surprised by the level of cooperation and production assis- 
tance they received from the fire service. At KMOX-TV in St. Louis, a prestigious: CBS- 
owned, and -operated station (O & 0), "they were flabbergasted," says Captain Ken Hines 
of the .Chesterfield Fire Protection District. According to Bob West, a' veteran producer 
of news* documentaries for WTKR-TV in Norfolk, "The best thing about this production 
was' the absolutely marvelous job by the local fire departments in lining' it up. They 
really did their homework." ; 



All in all, says .Susan Hutchison, "Working hand in hand With the fire service Has 
been extremely beneficial. It ! s a good marriage." - 

* 

* * * 
"It's juk the beginning," predicts Lynn Oliver. 

Background of the Program 

FEMA's "Fire Education and the News! 1 program is the latest in a series of initia- 
tives by the U.S. Fire Administration's Public Education Program to expand the. role of 
the news media in public fire education.* The Public Education Program developed this 
project with Jim Vidakovich, an expert in the design and production of mass media pro- 
jects. Vidalcovich, working as public information officer (PIO) for the Santa Monica (CA) 
Fire Department, served as FEMA's prime consultant on the project. He provided vital 
field assistance and technical expertise to all the fire departments and television stations 
before, during, and after each produptiop. - > 

F£MA planners set five specific objectives' for the program: 

1. To encourage fire departments and local television £tation%to work together 
on production of in-depth news programming on fixe prevention and fire 
safety. Programs can air as a series of reports during ^the evening news, or 
as a halMiour segment of local news magazine shows. 

2. To educate the public through the use of local television news programming 
and resources. . - \ 

3. To increase public awareness of the local fire service's joint efforts to 
reduce property loss, death, and injury due to fire. 




'/fo est 
\televis 



establish a working relationship between local fire "departments and the 
ivision news media, thys paving the ,way for future cooperative produc- 
tions. 



5. To determine the effectiveness of television news as a channel for communi- 
. eating fire-safety messages to the public. 

*■ ' * * 

"Fire Education and the News" has gone a giant step beyond previous public fire 

education programs involving television. 

Studies have shown that television news is now the primary source of] information 
and' education for a majority of America's adult population. The localTV news broadcast 
thus takes on an added, dimension as a vehicle for educating the public about iTpsTsfctety. 
But until now, fire departments and the local television news media have worked 
together primarily on fires, emergencies, and other "hard" or "spot" news stories. Spot 
news coverage has beert supplemented with increasing frequency by public service 
announcements on various fire- ancf life-safety topics, a / * 

Television news professionals realize the important role they can play in helping 
to educate the public about .fire safety. "We like to do this kind of m programming," says 
Bob Scott, assistant nfews director at KIMO-TV in Anchorage, Alaska. "While fire safety 
may not be hard news, it's important information. It has a big impact on people when you 
can tell them things they can do in their own homes that could save their lives." John. 



J 



more emphatic: "Television in any community should be in the vanguardNtoCrNl 
s to shaping public opinion about fire prevention*" - , . / 



is 



Davis of KGW-TV in Portland, Oregon, who anchored his station's fire-safe^feVi^ 
even 

comes to shaping public opinion about fire preventi 

"Fire Education and the News" has broken new ground by stimulating in-depth TV^ff 
news coverage of' fire-safety subjects.' The vehicle is the ^minidocumentary," whictr 
covers a diffei^ent aspect of an-issue-each evenin g over four of five days. Each segment 
usually runs two and one-half to five minutes. "An alternative to a series of short reports'" 
is a single 30-mmute program, which may be preferred by stations that air an "evening 
.magazine" program. Either format cap helj> fire educators reach a large number of 
people in a cost-effective manner. 'It's the most cost-effective thing to hit the fire 
service in 50 years," says Ira Bryant, fire-safety coordinator for the Alaska State Fire 
Marshal's Office in Anchorage. * 
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How the Program Works 

The "Fife Education and the News" program is being conducted under a grant from 
FEMA to the Illinois Fire Inspector's Association. Participating fire departments receive 
on-site technical assistance from a professional n}edia consultant, as well as ongoing 
-telephone and' written consultation until th/ production^ complete. Fees for consulting 
.personnel are a bsorbed through the Illinois Fire Inspector's^grant. ■. 

Participation in the program is arranged by contacting the Illinois Fire Inspector's 
Association or U.S. Fire Administration of FEMA. Addresses and phone numbers are 
included at the conclusion <5J this article. Since one of the goals of, the program is to 
stimulate cooperative public education* efforts by local fire departments, several fire 
departments in the same metropolitan area or region should collaborate on the project. 
Once approval for participation has been granted, 'the media consultant is notified and 
schedules a preproduction site visit with representatives from participating fire depart- 
ments. Tasks to be completed during the first preproduction visit include: 

Identification of the fire problems to be cbvered in the series. 

Targeting of school districts and other key community groups to be involved in 
the production. 

Identification of the television station to be contacted about* broadcasting the 
program. To ensure the largest viewing audience for the series, program 
coordinators shi>uid focus on the number one rated news station in their local 
television "market." 

Development , of a marketing presentation aim^d at the^TV station news 
department. This describes the program, subjects to be covered, and produc- 
tion assistance available from local fire departments. 

. \ _ 
Obtaining a commitment from /the target television^ station to work, in 
conjunction with local fire departments on the production effort. 

Development of a production plan assigning specific media assistance tasks to 
fire service.participants. . 

* I • • f 

Design of an evaluation strategy to measure the impacts of the program on 
the community. . „ ' 

Once the game plan for the program is' in place, fire service personnel and the 
television news crew embark on the production effort. Careful planning and scheduling is 
critical. Teamwork is essential. 

- In most cases, the program can be taped within a two-week period. Actual pro- 
duction costs-filming, editing, etc.-are paid for out of the TV station's news budget. 
On-site technical' assistance from the FEMA media consultant is available during the 
production process. , • 

Then, after final editing arid scripting, the v finished product airs on the nightly 
news or evening magazine program. After the broadcast, the impact and effectiveness 
of the production is evaluated, and potential for followup programming is determined. 



"This program has been making /everybody l)a]ppy," obs.erves, Ji m Vidakovich, the 
media consultant who got .the project started. "M brings the fire service together, it 
gives the news media a professional product* and it givesr^fctje public life-saving informa- 
tion^ Most of all, it establishes an ongoing relationship for the future." 

A steg-by-step guide for planning, producing, and evaluating fire-safety mini- 
documentaries is included later in this article. Jhis "how-to- do-it" sect ion JsJaa^ed-QiL., 
the experiences of th^ fire service organizations and television stations who worked 
together on the nine programs to airthroujgh November 198J. v«, 

Program Highlights ' ' * , 

During the pastVyear, FEMA's "Fire Education and the News" program has reached 
, close to 12 million television viewers ^roim coast to coast. Of the 10 metropolitan'areas 
involved, sevejf cities, are in the top 25 television markets nationwide— Los Angeles, 
Sacramento, Portland (Oregon), Seattle, Denver, $t. Loui^and Detroit. 

The program kicked off ih December ,1980 in Los Angeles and Sacramento. Three 
more series— Portland, Seattle, and Denver— aired in May 1981. The next three series—. 
Norfolk and St. Louis, plus a followup in Seattle— aired in October 1981, during Fire 
Prevention Week. ^During November 1981, a five-part followup series on arson was aired 
in Seattle. The most recent minidocumfentaries were broadcast during February 1982 in 
Salt Lake City, Utah} Bangor, Maine; and Charlotte, North Carolina* \ 

These programs have done a lot 'more than build cooperation within the fire 
service and improve relationships with the television news media. There have been other 
positive results: * r ' ' * i ■ 

• Hundreds of local school districts have been involved in the programs, assign- 
ing'selected grades from the elementary through junior high levels to watch 
the series. Feedback from teachers has been overwhelmingly favorable. 
Results o&pre- and post-tests in the classrooms showed a definite increase in 
knowledge about fire safety. 

• More than 5,000 home fire-safety checklists were "distributed by TV stations in 
si.x of the cities. fc . 

• TV news ratings improved dramatically during the series. In Portland, for 
example, viewership increased 18% during the week the fire^fety series 
aired. In most of the cities, programs were broadcast during rating periods 
and were heavily promoted. .» 

• Direct dollar cost to local fire departments to date is virtually zero , and little 
m ' direct labor cost has been v required. 

(Presented below are profiles of the nine "Fire Safety and the News" series to air 
during trfe first year of the program. 

r 
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Fire Education and the News 
Program Activity: 1980-1982 



©SEATTLE 



PORTLAND 



ISACRAMENTO 

0 SALT LAKE CITY 

® @ DENVER 



LOS ANCELRS 



BANGOR, 



DETROIT 



ST. LOUIS 



NORFOLK (§L 



CHARLOTTE 



AIR DATES 



© December 15-19, 1980. 

© May 4-8, 1981. 

(2) May I1-1S.1981. 

0 May 18-22, 1981, plus 
followups in October 
s and November 1981. 



<D October 4-8, 1981. 
© October 5-9, 

(7) , November 9-13, 1981. 

(8) February 15-19, 1982 
(§) February 1-12, 1-982. 
©•"February 8-12, 1982. 



( 



Los Angeles! KABC-TV) 



Dates : December 15-19, 1980*. 

Market : Los Angeles is the second largest television market in the 

United States,' trailing only ttew ?ork*City, KABC-TV is the 
number one rated news station in southern Calif ot^nia. 

Format : "It Can Happen to You" was a five-part series of five- to six- 

minute segments aired on the '6:00 p>m, news, . 

Highlights : The series was seen by an estimated seven million viewers. 
Ratings went up sharply during thte week, A home safety- 
checklist offered by the station was requested by approxi- 
mately 1,000 viewers, - According to program coordinator 
Larry Marshburn of the v Huntington Beach Fire Department, 
18 Los Angeles-area fire departments were involved— the 
first time , this many departments worked together on a 
cooperative project of this scope, Marshburn says the well- 
developed network of Southern California Fire Prevention 
. Officers facilitated contacts with area fire departments and 
helped ensure maximum impact. Grade's three tQ five in 

hundreds of elefhentary schools were contacted to watch the 

> * 





• F,ollowup : 



hundreds of "elementary schools were contacted to watch the 
series/ Prer and post-testing dpcumentecjlan educational-gain 
among students who were required to.watch'the series. In a 
widely publicized incident, one school age'£hild credited the 
series with teaching him to/ react property in a fire that 
- otherwise would have taken his life. The $eries was nomi- 
nated for Golden Mic and local Emmy awards, and won*UPI 
.* honors. ' 

\ / 

KABC produced a followup arson series aired April 15-17, 
1981, with ah/estimated one million' viewers. y 



Sacramento (KCRA-TV) 



• D ateS: 

• „ Market : 

• Fprmat: 

• Highlights : 



• Followup: 



December 15-19, 1980 - 

Sacramento is a top 25 television market. KCRA-TY is the 
number one news station in the area, reaching San Franciseo. 

"Home Fire*^tfety" was a five-part series of three- to four- 
minute segments aired on thl 5:30 p.m. news. 

The series was seen by an estimated 237,000 viewers. The 
station 'offered 500 fire-safety checklists, and all were 
requested. Program coordinators reported that fire depart- 
ments and etfementary schools throughout t he S a cram ento 
area were involved. Local fire~officials say th^relationshrp. 
between the fife service and the media Is much improved, 
with more emphasis on fire stories, than ever before. * 

Two area fire departments have begun public education carij- 
paigns since the series. r 



Portland (KGW-TV) 

• Dates: 



Market: 



Format: 



• Highlights : 



•May 4-8, 1981 T 

Portland is the twenty-third largest ^market in the United 
States. v \ 

"F ire— Your Place or Mine" was a five-part series aired in 
five- to six-minute segments on the early evening news. 

The series was watched by an estimated 90,000 households. 
Ratings went up 18% the week of the series. Program coor- 
dinators Don Mayer of the Portland Fire Bureau and Roger 
Neil of the StateTFire Marshal's Office reported that 15 fire 
departments were involved in ttie production, including 
departments as far away as Salem (50 milesj^d Eugene (100 
miles). Elementary school grades four to six were specially 



i 



• Followup: 



Denver (KBTVf 

• Dates : 

• Market : 

• Format: 

• Highlights : 



• Followup: 



requested to watch the series. According to newsman John 
Davis, almost 4,000 home fire^afety checklists were dis- 
tributed/ 

KGW produced a "Stop, Drop, -and Roll" 30-second public 
service announcement (PSA) from Cootage shot for the pro- 
duction. The station recently aired a 1 special fire-safety 
segment on- chimneys and home heating equipment, Davis 
says. ' 



May 11-15, 1981 



.Denver is the twenty-first largest market in America. KBTV 
is the top rated news station in Colorado". Its signal, is also 
aired in South Dakota and Montana via cable. 

"Playing with Fire" was a five-night series aited in two seg- 
ments each evening on the 5 p.m. news (2-1/2 minutes) and 10- 
p.m. telecast (1-3/4 minutes)- 

Estimated /audiences were 110,000 households fof the early 
evening nfews and 210,000 households for the late program. 
Monte Brown of the Aurora Fire Department reports that five 
fire departments in an d around Den ver were directly involved 
in the production, although departments all over the state 
were. asked by the State Fire Marshal's Association to help 
promote the series in the schools. Emphasis statewide was on 
grades seven fo nine; in the immediate Denver area, depart- 
ments focused on the primary grades. Pre- and post-tests 
were conducted. Six hundred safety checklists were 
requested. Commenting on the public response, Brown says, 
"It's been crazy. We can hardly keep up. The awareness 
carried right through the summer to Fire Prevention Week." 

K&TV fopowed up the series with an opinion poll on smoke 
detectpr use. Since then, a rival Denver station has aired a 
minidocumentary on smoke detectors. Another spinoff is a 
new statewide newsletter published by the State Fire 
Marshal's Association. Brown says p}ans are being developed 
to approach stations with a proposal for a new program on the 
anti-arson 'campaign being conducted by the Colorado Arson 
Task Force. 
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Seattle (KIRO-TV) 

• Dates: • 

• Market: 



• Format: 



• Highlights 



• Followup : 



May^^2, 198 1 

Seattle is the fifteenth largest market in the Ration. KIRO- 
TV is the number one rated news station in- the state, with an 
t estimated audience of 912,000 viewers plus cable coverage in 
eastern Washington. 

"Learn Not to Burn" was. a five-part series of 3-1/2-minute' , 

segments on the 5 p!m. news shbw. The series was* broadcast 

over a six-day period, Monday through Saturday (the Thursday 

segment was preempted by a. major local news story on a 

ferry strike). 1 . 

* • 

Estimated audience for the series "avenged 220,000 house- 
holds for the week, with a peak of 320,000 households on , 
Wednesday night. Several hundred fire-safety checklists were 
distributed. Lynn Oliver^of the King County Fire Marshal's > 
Office .says nine Seattle-ar$a departments were directly 
involved in the five-part series, while a total pf 36 fire 
departments and fire districts helped promote the series in 1 ; 8 
Seattle-area school systems. "The community saw a united 
fire service," says Oliver. Two King- County fire depapt^ 
ments, Kirkland and Redmond, cooperated in surveying 
teachers in the school district they share and received posi- 
tive* feedback. KIRO is making free copies of the video tape , 
of the s eries available to a ll fire -depart ments and sch ool 
districts in King County. ^ , ^ 

KIRO turned the series into a 30-minute special that aired 
October 8.' Additional informatiQn in this program included 
proper reporting of a fire, holiday fire safety, and a historical 
note on' Fire Prevention Week. According to Oliver, 11 fire 
departments participated in this followup production. In a 
more recent followup, November 16-20, KIRO aired a five- 
part series on arson on the 5:00 p.m. news. This series 
featured an interview wfth an arsonist. So far, more than two 
dozen copies of trte initial series have been distribufed to 
local school districts and fire departments. Two major 
Seattle-area employers, -Weyerhauser and Pacific Northwest 
Bell, scrapped their existing employee education programs on 
fire safety and are now* using the "Learn Not to Bum" video 
tape. Oliver says she plans to use* the video tapes in her 
ongoing public education activities. . 



Norfolk (WTKR-TV) 

• Dates: ' October 4-8, 1981 



Market: The Norfolk area, y/ith a total viewership of over 1.3 million 

— people, is a top 50 market. WTKR-TV has been the top rated 
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news station in the Tidewater region since It went on the air 
* in 1949. 

Format : "Epidemic. .Fire" aired as q 30-minute news special on 

October* 4. The l/2rhour program was supplemented by a 
four-part "miniseries" aired later in the Week on Wednesday 
and Thursday (two segments were broadcast each night, one 
on the 6:00 p.m. neWs and the other at 11:00 p.m.) 

Highlights: Although the station was not in a rat/ng period, producer Bob 
West reports an "above normal response" to the program.. 
Seven Tidewater-area fire departments over a 50-mil'e radius, 
plus the fire departments a^ the Norfolk, Little Creek, and 
Oceana naval installations, participated in the production/ 
According to program coordinator Diane Roche, this level of 
fire service cooperation and teamwork was unprecedented in 
this region. Roche also reports "good cooperation" from 
school systems in the seven jurisdictions, with pre- and post- 
testing in several communities. 





'WILLIAMSPTJRG 



NEWPORT 
NEWS 



^ k > HAMPTON S** j ^ 





-J- 

NORFOLK y> jS* 

POP^SMOUTH VIRGINIA 
^'.^^J . \ BEACH 



1" = 15 miles 



CHESAPEAKE 



A 




Seven Tidewater-area fire departments, plus three niilitary bases, worked 
together to develop a fire-safety minidocumentary that aired the week of 
October 4, 1981. It was the first time Tidewater fire departments had 
joined forces to work with the local news media. 
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• . Followup : Aftei#the series, the U.S. Navy's weekly newspaper for all 

v . , personnel in the Tidewater area, Soundings, published a 
survey form on fire safety for* readers* to fill out and return. 
Data on this survey have not yet been released. Roche 
. reports that* plans are in the works for a future documentary 
on juvenile firesetters. Bob West of WTKR says the station is 
interested .in following up on fire-safety programs in local 
*school§. 



St. Louis (KMOX-TV) 



Dates: 



October 5-8, 1981 



• Market: 



• Format : 



• Highlights : 



• Followup: 



St. Louis is the seventeenth largest market in the nation. 
KMOX is the number one news station, leading the early 
evening ratings and tied for first at 10:00-p.m. 

"Fire: The Killer You Can Control" was a four-part series of 
two- to two and one-half-minute segments aired on the 5:00 
p.m. news. 

An estimated 168,000 viewers saw the series. Captain Ken 
Hines of the suburban Chesterfield Fire Protection D/strict 
reports that 11 fnetropolitan area fire departments were 
involved in the production. The St. Louis County Fire 
MaishaTsLAssMi^ fire departments to 

participate. Five school districts participated in the-program* 
with the emphasis directed/at fifth graders. An evaluation 
questionnaire distributed to teachers will provide data on the 
impact of the series on student awareness levels. 

Demand frpm schools and condominium complexes for fire- 
safety programs is up sharplv since the series. Hines says 
plans' for a followup program, possibly on arson, will be' 
firmed up over the next couffle of months. \ 



Anchorage (KJMO-TV) 

• Dates: . November '9-1 3, 1981 



ERIC 



Market : Although Anchorage itself is not a major television market 

(172nd in the country), KIMO-TV hasra-statewide audience via 
a satellite hookup of 300,000. The station, which reaches 
approximately 200 communities throughout the state, is the 
dominant news station in Alaska. This market was included in 
the "Fire Education and the News" program because Alaska's, 
fire death rate, in spite of a recent slight decline, is still the 
highest in the nation, per capita. 
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Format : "Special Report: Fire Safety" was a five-part series aired on 

KIMO's regular nightly newscast and its satellite-fed Alaska 
Statewide News. The opening segment ran two and one-half 
minutes; the rest 2:15. 

Highlights ; Bob Scott, assistant news director at KIMO, says the program 
was the most extensive news series in terms of resources 
allocated and depth of coverage his statioft has! ever 
produced. Ira Bryant, fire-safety coordinator for theVitate 
'Fire Marshal's Office, said the program 4 was "the peak of a 
public education effort that has been building over the last 
three years." During the past year, Alaska fire deaths have 
dropped 38% and, says Bryant flatly, "Public education is .the 
cause." Bryant's office worked together with the Anchorage 
Fire Department* in developing the program,- although fire 
\ " departments all over the state were notified about the series 

in advance. School superintendents statewide were also 
contacted ahead of time via the state telecommunication 
network, and were provided with classroom discussion 
materials. Bryant says the program could have reached as. 
many as 40,000 Alaskan school children in both the primary 
and secondary grades. 

Follow up; „ Bryant reports that a vicjeo tape composite of the program is 
being made available to fire departments and schools all over 
the state; 15 tapes have been requested by local school 
districts so far. KIMO is editing outtakes from the initial 
sen es into a f ollow up-f ire-safet y-segment~t<H>ef air ed-Hh4he- 



* near future on its statewide news magazine show. 



Detroit (WXYZ-TV) 

• Dates : • , 

• Market: > ; 

• Format : 

• Highlights : 




November 9-13, 1981 , 

Detroit is the seventh largest market in the country." 'WXYZ 
is the city's leading news station. The station's signal is also 
picked up in neighboring Ontario, Canada, and northern Ohio. 

"Fire Safety" was a five-part series of three-minute reports 
aired on the 6:00 p.m. news. 

An estimated 501^000 people ill the Detroit metro area 
watched the series (Canadian and Ohio viewers are not 
included in this tot$l). Chief Sam Dixon of the Detroit Fire 
Department coordinated the program, and received produc- 
tion help from the Westland and Troy (MI) fire departments. 
Prior to the serie&^Cpptain Joe Benyo of Westland contacted 
the Michigan boardf of school superintendents about the 
-program, and hfe estimates that as many as 50 local school 
systems within a 70-mile radius of Detroit were notified. The 
program was aimed at elementary grades (K-6); schools are 
generally reporting an increase in fire-safety knowledge and 
awareness. 

14 
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• Followup: 



Benyo is editing the series plus outtakes into a 30^minute 
video tape for -use in ongoing public education, efforts. The 
tape will be- publicized through the statewide arson news- 
letter, published by the State Fire Marshal's Office; if .fire 
departments sgnd # a blank tape, Benyo will dub.it free of 
charge, Followup opportunities with WXYZ are being 
explored. Local fire departments are !, errthi6'ed tT about the 
program and; are busy responding to requests for followup 
programs from various community groups and 'local 
corporations. For example, GM Diesel has asked for a fire- 
safety program for its employees. 
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Putting it a Putting It AJI Together 

What are the key factors that h||Ve led to the success of the "Fire Education in the 
News' 1 programs? What are the pitfalls to avoid? This section offers tips from program 
coordinators and TV news professionals on how toput together a successful fire-safety 
vjninidocumentary in your metropolitan area. \ t 

Getting Organized 

Get &s many local jurisdictions as possible involved in the production effort. A 
' program like this is a great opportunity tor the fire service to put together a wide 
cooperative effort, and lay the groundwork for future collaborative efforts. 

"Don't try to do it yourself," Larry Marshburn warns. "You won't be as 
successful. You need the base." f 

Marshburn says he started plugging the program during the planning stages at the 
monthly meetings of the Southern California Fire Prevention Officers Section (of the 
California Fire Chiefs Association). The existing network gave him access to "unlimited 
resources, experts, contacts with 60 to 70 fire departments in the region," says 
Marsfiburn. "We had so many people to dfaw N from, we were able to set things up 
instantly." * 

Marshburn recommends that fire departments think about establishing a regional 
public education committee before they even consider tackling the challenge of develop- 
ing a new television minidocumentary. Marshburn was Chairman of the Public Safety 
Education Committee of the Southern California Fire Prevention Officers Section. 

"Establish a planning meehantem^" Marshburn says, "Use-the-planning team to 
.collect data; detewjuoe^state, county, and city fire problems; and identify, resources. 
Once you've' i dent if iedthe^problems, set goals aod objectives." 

/ Diane Roche of Virginia Beach agrees that being Well-organized is a primary 
success factor. She says using the committee approach "makes it easier to tap into each 
community." Like Marshburn, Roche thinks paving the "blessing" of' the area fire chiefs 
organization is important. However, Roche didn't have the established base to draw on. 
"It was the first time loqa} fire deplartments had worked together," she said. "There was 
no prior relationship." Roche said she first identified supporters within the Tidewater 
' Association of Fire Chiefs, sounded them out to get their feelings on the feasibility of 
the idea, and then held a series ,of meetings where she presented the concept. "The 
response* was great," says Roche. "That opened the ,door." 

In the 'Denver area, Monte Brbwn also had to break down a few barriers before 
- that program could get rolling. In the long run, though, Brown says the program helped 
to "cement" relationships. "Cooperation was already established on the fire marshal 
level,^ Brown says. "We had a baseline public education relationship we could build on. 
We had beeo in the schools with a full gamut of public education programs." m ^ 

"It takes commitment from r the fire chief," adds Tony DiDomenico, public 
information officer for the Los Angeles City Fire Department. "And the chief has to 
have faith in the department's public education people." 

Ira Bryant of the Alaska State Fire Marshal's Office suggests that when assigning 
responsibility for coordination of this type of program, "find one person within your 
department who is totally committed to the concept that public fire education can and 
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does work." "The worst thing," he- warns, "is to give it to someone who thinks it's a waste - 
of time." In other words, don't rely on a fire combat veteran with no public education 
experience. "It takes specialized .people," says Bryant. 

Once baseline support is established, project coordinators should allow no less than 
30 calendar days for planning. "We geared up for a month, making contacts.. and setting 
- up events," says Lynn Oliver. Ira Bryant in' Anchorage also reports a 30-day preparation 
period. 

* • 

Reaching Out to the Media. 

The impact and effectiveness of the* "Fire Education in the News" program 
depends largely on the rapport established during the initial contact with the TV station. 
"Cooperation is the name of the game," says Tony DiDomemco.* "If you can get that, 
vou're 80% of the way there." John Davis of KGW-TV in Portland agrees: "If a coopera- 
tive relationship can be established between the fire ser.vice and .the TV news operation, 
the series should come off easily." - w 

First do some background research on the TV stations in your area. Check the 
latest Arbitron or Neilsen rating surveys. Determine which station has the news program 
with the largest viewing audience-that is, the number one news show m the viewing 
"market." Approach this station first. v 
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"Don't be afraid to go in there and ask," says Lynn Oliver * ' 

"Fire officials have to realize that they have just as much access to TV as any 
other organization," says Jojin Davis. "Don f t be intimidated.". 



But before yoifmake contact, develop a pre production plan/ It is a good idea to 
'put together several , alternative program proposals, so you f re not locked into one 
approach., "The station may not be* willing to do a five-part series," warns Diane Roche, 
who was told by WTKR-TV that there was "no way" the station could- allot that much , 
time to a fire-safety minidocumentary on the nightly netos. An alternative turned out tq^- 
be a 30-minute program on WTKR's wefekly "Newsmakers" program. The station later 
found out that it had so much extra good-quality footage that it decided to broadcast 
four additional segments on the evening news later that week. Larry Marshburn says ' 
K ABC-TV in Los Angeles initially wanted to air only a three-part series oh a lower rated 
4 p.m. news show, which was much less than the fire service wanted. "After the^y shot 
the first segment, they liked it so well they decided to make it a week-long series and ' 
switched it to 6 p.m.," Marshburn says. r / 

After a production plan, has been established, make ph6ne contact with the TV 
station you T ve selected and set u^ a meeting with the news department. You will most 
likely tm, dealing with the news director, director of public affairs, or assignment ^gitor. 

"ftave your act ready," says Joe Day, education chief of the Los Angeles County 
Fire Prevention Division. "Be prepared with ideas," says Lynn Oliver, "and think visual. 1 * 

."Don't go in with your hands in your pockets, not sure about what to say/. 1 says Ken 
Hines. "Have a quality presentation ready. A good marketing presentation, full of facts 

-and figjires^ about ^ the4ocal-frFe-pFoblen^^s-essjential^- — — — - 
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"You haVe to be able to sell the station on the idejt. You have to demonstrate a 
*need?" says Ira Bryant. , 

"Be prepared to answer any and all questions," says Joe Benyo. Benyo suggests 
taking along a videotape of one 0/ the programs aired in another city. 

Susair Hutchison of KIRO-TV describes the station's initial meeting with the fire • 
service.- "The fire people came to us and said they would do a lot of the footwork," 
Hutchison recalls. "We went over their outline and it excited us." Hutchison said it was, ^ 
a big plus to see a video tape of a previous minidocumentary. "We could see how gdfed- \ 
this story can be," she says. 
' 1. * 

"We can be very receptive when the concept is sold to us right," says Bob West of 
WTKR in Norfork. "Just be up front about the whole idea— here's a problem, we need 
your help, and we will cooperate witja you. And never use the word publicity 1 ." 

"The l<ey factor for us was learning how bad the fire problem is in Alaska," says 
Bob Scott of KIMO-TV in Anchorage. "Make sure you have some numbers to show how 
bad your local fire problem is." ^ 

"KABC could see what we were trying to accomplish," says Tony DiDomenicQ. 
"They saw the opportunity to get out there with a news program that would be beneficial 
to the community at large. They saw-that their cooperation was sorely needed." 
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Another kev to getting 'a television station to agree to dc^a series, according to, 
Larry ^stal^Seit look easy. 'They don't want to .spend a lot of ime. and 
monev In our presentation, we said we would do all the dirty work. We would set up all 
STfflm So^Tschedule all the interviews, essentially write and produce the whole 
show. All we 'would need is a camera person and an anchor person. 

' "We did all the work," says fren .Hines, "All they had to do was tape." 

Another kev point to remember is that you have to be able to approach the media 
on their terms 'Take the time to learn a little bit about the TVuiews> business, says 
MaSrn ! %akT surfyou * an talk their language." Says Susari Hutchison, "Have 
someone who either knows about TV, or is willing to learn. 

This is where FEMA's media consultant plays A key role. "The success pf the 
program Spends on the fire service and media consultant working together as a i team," 
HZ jJm VidakXich. He Strongly recommends that fire personnel make full use of the 
expert technical assistance avail able -through the program. , 

A final point to consider about reaching out to* the media is exclusivity. In , St. 
Louis Ken Hines says fire representatives went to all<three stations in town "to get a 
feTfor wM , w? interested. We weren't sure if, the program would sell or not." As it 
tMrn/d ou^t aU^hree stations wanted, the series. .As a result^hen an agreement was 
eached I withloo-Jated KMOX, a rival static* became.upset. According to Hinesjit toPk % 
a couple o monfS for the relationship between this station and the ire service to return 
to normal. • In retrospect, advises Hines, "Deal with one-station only. 



Producing the Series 

""^ThTkev^to T^uccessfT predion effortV according to Joe Benyo, is ''total 
ennnrt «nd oLoeration Bend over backwards to establish and maintain rapport." In 
Detroft ?avs Benvo "the TV people Couldn't believe how much help they got from the 
Hre s^rvide!" to£iete*tiJrJ personnel allowed their homes, even their families, to 
be used as "sets" and subjects for the productions. , 

Rprxfn stresses the importance of maintaining close contact throughout the 
productlofefft "e su£ you show, continued interest^ he says. "Keep daily 
contact by phone and don't forget to maintain a physical presence. 

There is a tendency, Benyo warns, "to let the TV station run the show. But they 
need technica L sJance?' Susan Hutchison of KIRO-TV says it was -beneficial to have 
neea iecnni ^ 1 J^ ,& 01 . , _ tiok witn tn( ; m throughout the production. "She had the time 
r.rJSStSS lis^l that you don't fil. a report with talking 
heads'," Hutchison says. 

Fire service personnel. because of their sensitivity to the fire problem, can adc I to 
thP imoact 5 tnfscenes being famed. Joe Benyo explains that he was able to convince 
n* WXYZ fi m crew tfmove an interview with a burn victim outside the hospital, with 
te Seal s^li6r%Z6evs of pain 'and trauma, to a nearby lakeside park. Once 
o!tsfi fhe buJn^Uent, who had been nervous and uncommunicative, opened up and 
told amoving story for the cameras about her experience. 

'Another imoortant part of the technical assistance process, according to Roche, is 
"being peSnJ •CmHt the station to find out what they want. Be crystal clear 
on their technical requirements." 
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KCRA/TV 
PIRE SAFETY 



Segment 1 
Kitchen Fire Safety 



s 



VIDEO 



PADE UP on wide shot of dispatch 
office— Incoming call. 

CUT to dispatcher answering the call. 



CUT to interior of station. Pick up fire- 
fighters getting ready to respond. 
Engine leaving Station Code 3. 



CUT to KCRA stock fire footage. 



DISSOLVE to reporter. Suggest IN- 
STUDIO or kitchen location. 



AUDIO 



(DISPATCH OFFICE 

PISPATCHBR - , 

Sacramento Fire Department What is 

the address of the emergency?. ..your 
phone number... (BEEP TONE TO ALERT . 
STATIONS). ...Attention.. ..structure fire 
...E-l; E-2;... Kitchen Fire.. . (Give the 
address). ..Kitchen Fire-.(Repeat Ad- 
dress). 

REPORTER (VQ) * 
Fire is one of our Nation's major 
problems. Each year it causes thousands 
of deaths-, hundreds of thousands of 
injuries, and billions of dollars of 
property loss... .In fact fires cause nearly 
7,600 deaths afkd 28,000 injuries each 
year. Property loss trSm home fires 
totals more than two billion dollars.... 
Fires kill more children each year than 
any other accidenU.about 1,300 deaths 
each year.... A child is seriously burned 
every four minutes, 

REPORTER 

I'm and this week we are 

going to be taking an in-depth look at 
what can be done to prevent a serious or 
tragic fire from occurring in your 
home.. .In tonight's segment ^ve will be 
discussing one of the leading causes of 
fire in the home.. ..kitchen fires. 



J 



One way to "sell" TV news departments on doing a fire-safety mini- 
documentary is to show them you know how, their medium works. 
Demonstrate your "savvy" by showing them a page or two of a sample 
script. An example is shown above. 
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But there is a fine line between too little and too much technical assistance. 
"Don't imagine you're part of theerew," advises Diane Roche. "Stay out of the way, keep 
your people in line. Let the TV people do what they have to do." Roche admits she was 
told to "get out of the way a few times." * 

The production phase is where" careful planning makes the 'difference.. According 
to Monte Brown, "It takes a concerted effort by several departments. Each department 
should have specific tasks and responsibilities to carry out." In Denver, fire and TV 
representatives sat down together two weeks ahead of time and went over the basic 
format, outline, and schedule. "They were happy with it," says Brown.. "The production 
went off just as outlined?" 

• Project coordinators should allow between one and two weeks to film the series. 
In most -cities, filming took less tlfan a jweek. In Anchorage, filming took only three 
days'. In any case, the television^ station should have the fiVial say on all matters relating 
timing and schedule/ , - 



^ In lining up the production schedule, focus on fire problems .that will be interesting 
to the TV audience as well as newsworthy. Ideas for segments include: burns and scalds, 
kitchen fires, careless smoking, smoke detectors and,family escape planning, wood-stove 
safety, holiday fire safety, hotel and high-rise fire safety, combatting arson, etc. 
Graphic footage' can be eff ectivTif used discreetly. 

Susan Hutchison in Seattle stys, "It really helped that fire department ; were 
willing to stage events for us." In Seattle, events included a car fire, hose lay, training 
fires interviews with arsonists, a tour of a hotel for a demonstration of high-rise fire 
safety! tomTfir^rills, and firehouse alarm scenes with bells ringing, firefighters sliding 
down the poles, and trucks racing out of the station. 

Shown below is a rundown of the "shooting schedule" for the Norfolk program. It 
illustrates the range of >f ire-safety topics that can be covered over the ! course of one 
week, In this case, events were filmed in towns scattered over a 50-mile radius. 



Monday 



Fire lieutenant demonstrates responding to an emergency fire call. 

Fire inspector demonstrates proper use of portable fire extinguishers, and 
conducts tabletop demonstration showing the e) plosive power of flammable 
I liquids. ; 

Interview with a homeowner who saved his house from a kitchen fire using fire 
extinguishers bought at the insistence of his 10-year-old daughter. 

School principal conducts a fire drill. 

Fire education specialist and firefighter demonstrate how to teach fire safety 
to kindergarten and fifth grade classrooms. 

Interview and demonstration on smoke detectors. ^ 

Family simulates escape planning and holds a home fire drill. 

Demonstration of the proper way to put out a grease fire, and how to avoid 
scald injuries in the home. 

21 



Tuesday 



# s^viseT * trainin? eXef>CiSe ^ WhiGh ' a VflCant buildin F is burned - - Fire 

• . -Simulation of a couch ignited by a cigarette., 

• Fire inspector demonstrates what to do if caught in a fire awa* fr6m home 
Hotel and^ovie theaters are used to set the seine. 

* bSSST d ° Ct0r h6ad nUrSe of burn unit at «™ General. 



} 



^ > 

Interviews with burn victims. * 

£5SJ? 0W , wlth * H ? or . ta char e e of children's ward of a-community mental 
health center. Doctor is treating several juvenile ffresetters. 



Wednesday 



Interview with fir.e chief about kitchen fires. 



Fire department inspector leAds demonstration of how improper installation of 
woodburning devices can cause fires. Interviews wiTh store oine? SsSl " 

Spi^^aiisr^ sweep ' a iocai resident Wh ° 10St sbjs 
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Fire -inspector simulates a fire * call coming into the fire department 
communication center. Fire chief is interviewed about the benefits of home 
hazard inspections. Visit to a nearby home where fire inspector has simulated 
common household fire hazards. 

Visit to a local home for interview with a mother and father who lost their 14- 4 
year-old son in, a fire. Back at the fire station, interview with a youth who 
was badly burned while playing with matches. 



Thursday 



Interview with fire chiefs of Norfolk, Little Creek, and Oceana Naval Bases 
about the U.S. Navy's success with smoke detectors. 



Interview with a couple about a high-rise fire that hospitalized them, 
education specialist demonstrates high-rise escape procedures. , 



Fire 



One way to maximize the chances for a successful production is to work with the 
right TV news reporter. "Look for a reporter who has a penchant for graphic, action- 
oriented stories," Suggests John Davis. Better yet, aim for a reporter vtfio has done fire- 
related stories. In Los Angeles, KABC reporter Tawney Little was the most appropriate 
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choice to anchor the series. Not onty/ was she experienced at reporting fire and other 
public-safety stories, but she had been in a fire that killed three people (she was in the 
same building and escaped unharmed). Says Larry Marshburn, "She had a real interest in 
the fire problem, and she conveyed." In /Detroit, WXYZ consumer reporter Phyllis 
Eliasberg became so wound up in the series wat she let film crews use her house as the 
setting of several home fire-safety sequences/f 

After the mini documentary has been, taped, the TV station will need a week or so 
to edit the tapes, develop final scripts, and get the finished product ready for broadcast. 
The fire department coordinator should continue to offer technical assistance during the 
final production phase. In fact, one of the most critical stages of the'entire production 
process, according to Larry Marshburn, is film/tape editing. "It's a painstaking process," 
he says.. Marshburn feels that tape editing can be the difference between a good program 
and a great program. 

"Stay on their bac&s," advises Ken Hines. "Don't let them lose the point of the 
fire message," 

Generating Coi^t&unity Interest 

Extensive promotion before the series airs is an absolute must for creating 
community interest in the production and therefore heightening impact of the program's 
fire safety messages. Promotional messages should be directed at the local fire services, 
local radio and newspapers, area schools, and key community groups. Promotional activi- 
ties should start no later than two weeks before the program airs. Her^are some 
examples of how fire departments involved in the "Fire Education*and the News" program 
handled advance publicity: 

• In Norfolk, a press release prepared by the Virginia Beach Fire Department 
was distributed to over 600 community organizations, plus local newspapers, 
military papers, and radio stations. 

• In Detroit, fire service personnel contacted local radio stations and made 
special promotional appearances on TV. 

• In Anchorage, the state fire marshal's office sent a news release to radio 
stations and newspapers statewide. All Alaska fire departments were also 
notified in advance. And, all school ^superintendents in the state were alerted 
to the program via the Alaska Cocnmunications Network. 

• In Seattle, an advance news release led to an article about the program in the 
Seattle Times, a major metropolitan daily newspaper.- 

• In Denver, fire personnel sent out press releases to local papers and stepped 
^ up public education networking in local schools. 

Of course, televisiQn stations have a vested interest in promoting their own 
product. Advance publicity by the TV station has the greatest impact on the local com- 
munity when it comes to drumming up interest in the production. One basic form of TV 
promotion is a program listing in the local edition of TV Guide. In Denver, KBTV took 
odt a half-page ad in TV Guide . 
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Learn not 
to burn... 

This week on Eyewitness,News at five^ Susan Hutchison 
presents a five part special report'on fire safety in your 
home or office. 

In addition, Channel 7 will send you a "Home Fire Safety 
Plan" free to check your home against fire hazard's. Send 
a self-addressed, stamped envelope to: / 

Fire Safety 
KIRO-TV 
3rd & Broad 
Seattle, WA 98121 

Send for your ''Home Fire Safety Plan" today and watch 
Susan Hutchison's special report, Learn Not To Burn, 
this week on Eyewitness News at 5:00 p.m. 

Eyewitness News, 
The News Specialist 

®7 



To ensure the largest possible viewing audience, encourage the TV station 
to. run promotional ads in major daily newspapers and in the local TV guide. 
Supplement this advertising with your own news release. 
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' There is a greater likelihood of heavy promotion by the TV station if the mini- 
documentary is aired during a rating period, known in the broadcast industry as a "sweep" 
period.' In Seattle, for example, KIROTV and a rival station were locked in a ratings 
battle when "Learn Not to Burn" was broadcast during a May 1981 sweep period. KIRO 
ran ads in the big Seattle newspapers and aired special "promos" on radio and television. 

The programs in Portland, St. Louis, and Denver also aired during rating "sweeps," 
and were heavily advertised and promoted. KGW-TV in Portland produced a 30-second 
promotional spot. Monte Brown says KBTV in Denver "went all out" in promoting that 
series, supplementing its ad in TV Guide with 30-second radio promos starting two weeks 
before the broadcast, plus extensive newspaper advertising. KBTV also encouragefd its 
big advertising accounts to plug the show; one Denver-area chainstore majje a 
promotional announcement about the serrfc§vpart of its smoke detector displays. 



Perhaps the most interesting promotional strategy used by a TV station was 
employed by WXYZ-TV in Detroit. The station had run three promos the week before the 
series aired (Wednesday, Thursday, and Friday nights just before the start of the* 6 p.m. 
news). But on the following Monday, the night of the first segment, two children were 
killed in a house, fire. The station used this breaking news to plug the series on Tuesday 
during the noon and 5* p.m. news, and again just before the 6 p.m. show. "Theylmight 
have been saved— learn how you can save yourself if a fire strikes your home," wasjihe_ 
message. 

In summary, the most effective promotion of fire-safety minidocumentaries com- 
bines TV station advertising with fire service public information releases and networking 
activity. And, by scheduling the program so that it airs during a rating period, fire 
departments can be sure that community interest will be at a peak, thanks to even more 
intense TV promotion. 

Evaluating Impact 

Four indicators can be used to measure the impact of a television 
minidocumentary on fire safety: 

• Educational change ; Changes in community awareness, knowledge, and 
behavior. 

• Institutional Change ; Changes in fire department program objectives, 
personnel, or budgets to support public education programs targeted at 
behavioral change, risk, or loss reduction; improvements in the relationship 
between the local fire service and the news media; improvements in the 

'Relationship among local fire departments; and improvements in the 
relationship between the fire departments and other municipal offices. 

• Risk Reduction: Changes in the environment which reduce either the risk of 
fire or the probable extent of fire loss. 

• Loss Reduction : Reduction in fire incidence, property loss, injuries,, and 
deaths. ' 

Provided below are examples from "Fire Education in the flews" program^cities to 
illustrate each of these evaluation indicators. 
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OFFICE OF PUBLIC INFORMATION 
CITY OF VIRGINIA BEACH, 23456 
TELEPHONE (804) 427-41 1 1 



FIRE SAFETY. 
WHAT YOU DON'T KNOW CAN -KILL YOU 



i Do ' you and your family know what to do in ,case of a fpre? 
On 'Sunday, October^, 1981 WTKR-TV's "Newsmakers" (Channel .3) 
will air a program whicH will deal with methods of home fire 
prevention , detection of fire hazards within the home and hone 
and commercial escape plans* "Newsmakers' 1 airs -at 6:30 p.n. 
This program wa$. developed by the Tidewater area fire departments 
in conjunction with the Federal Emergency Management Agency - 
U.S. Fire Administration. ^ - 

The program is devcrted to raising the public's awareness 
of fire safety and will serve as the kick-off for Tire Prevention 
Ueek, October 4-10, 1981. This program demonstrates fire preven- 
tion methods, interviews victims of fire and discusses local ' 
problems* with Tidewater authorities. 

Addresses wild, be provided during the program where citizens 
can obtain additional information on home fire safety plans, 
however JTidewater residents are encouraged to contact their local 
fire departments at any time for fire safety information. 



PllLrkh 
9/17/81 



TV publicity should be supplemented by your own public information 
release. Shown above is a sample release sent to over 600 organizations in 
the tidewater, Virginia area. 
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Educational Change 



All cities report anecdotal examples of awareness changes among the local 
community. For example: 

• In Norfolk,, Diane Roche says followup phone calls, requests for additional 
material on fire safety, and one-to-one contacts with the publfc indicate that 
"we got the message out." 

• In Detroit, Joe Benyo says local fire departments are swamped with requests 
for followup fire education programs. 

• In Seattle, two major companies— Weyerhauser and Pacific Northwest Bell- 
have scrapped in-house fire education programs and are replacing them witfTa 
tape of [the "Learn Not to Burn" series. There have been more than two dozen 
requests for the tape from schools and fire departments. 

• In Portland. Oregon, 2,000 fire-safety checklists offered by KGW-TV were 
snatched up by the public, and 2,000 more had to be printed to meet the 
demand. 

• In Los Angeles, "There was quite a response," according to Joe Day of L.A. 
County. Larry Marshburn in Huntington Beach says reaction from the public 
shows "a real increase in awareness." 

• The most sensational example of educational change directly attributable to 
one of the series occurred in Los Angeles, where a school-age child was able 
to save himself from a potentially fatal fire because of what he "saw on TV." 

Educational impact in the schools is best measured through formalized pre- and' 
post-tests. In Southern California, the City of Covina did the most extensive pre- and 
post-testing in connection with the KABC-TV series. According to Larry Marshburn, the 
tests "showed there was no question that the level of knowledge was tremendously higher 
in classes where the teachers made the program required viewing." Educational change 
was not as significant in classes where teachers merely encouraged students to watch. 

Several cities that were not able to conduct formalized pre- and post-testing did 
facilitate impact evaluation in schools by distributing program outlines, lesson plans, dis- 
cussion questions, and evaluation forms in advance to teachers in local school districts. 
In Seattle, Lynn Oliver says evaluation questionnaires from teachers in one local school 
district show that teachers "liked the fast pace of events, and the positive presentation 
that emphasized the right way to do things/' 

In, at least one opinion, a basic success factor for evaluating TV programs on fire 
safety in the schools is having a well-established public education program and network 
already in place. "We were already in the schools," says Monte Brown in Denver. "We 
had already created the viewing audience." 
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HOME SAFETY CHECKLIST 

Can you answer "YES" to these questions? 

r 

* 

SMOKE DETECTORS 

r 

1 . Oot your horn* h*v* • tmoko dotoetor? 

0f tho onsw*r It NO, purcha** tnd Install on* Immodlatory) 

2. H your smoks dotoetor In good working ordor and located noor 
tho bodrooma? 

*. Do you toot It monthly? * 

ELECTRICAL 

4. Worn out oloctrlc cords con start tiros. Are ott s l s cti te cords 
In your houso In safa condition? 

5. Havs you chockod around your houso snd romovod axrenslon cords? 
tf you MUST uso thsm, do so temporarily. 

t. Aro you csrof ul not to ovoriood circuits? 

9 « 

SMOKING • MATCHES 

7. Do you refrain from smoking In bod? 

f . Aro plsnty of Isrgs oshtroys kopt whoro poopis smoks In your houso? 
0. Aro motchss snd lighter* kopt out of reach of children? 

HOUSKEEPING . 

10. Do you Kaap your wattr h oarer snd f oread sir dooat, attic, booomont, 
gsraga and yard freo of M Junk?" 

1 1 . If you havs s f Ireploco, do you koop s soreon rn front of ths fire? Sparks 
' can start fire*! 

KITCHEN SAFETY 

1 2. Do you always uso a Ud whon cooking? Romombori A lid will smothsr 
o grooso fire. 

13. is your brollar freo from greooo? If o fire should occur In your brollsr 
turn off ths host snd closo ths brollor door'qulckly. 

14. Do you atwoys/tay In ths kltchon whlla cooking? Moat krtchon fires start 
wtiJl* unsttondod. 

SPECIAL HAZARDS 

16. Haa ovsryono boon wamod novor to uso gooolins or similar 
flammablo liquids for doaning dothos snd othsr things? 

16. Do you store gasollna In propor contain a re only? 

17. la your cloths* dryor vontodto tho outsldo? Dust and tint con col tad 
and eauao a fire. 

16. la your hot wotar hoator sot at 120 dogrooo? Romsmbor, hot water 
bums Ilka fire. 1 SO dogrooa can causa third (3rd) dog re* bums 
(worst kind) In two (2) soconds. Lowor tho oottfngll Also, so is sasr gy . 

10. la your wood stovo proporfy Installed undor o pormtt? 

20. Do you bam only dry wood and hava your chlmnoy doanod porfodlcolly? 



FOR FURTHER INFORMATION, PLEASE CONTACT YOUR LOCAL FIRE DEPARTMENT. 
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Encourage the TV station to offer a home fire-safety checklist to viewers 
during^the series. More than 5,000 checklists have been requested by 
viewers of the first 12 minidocumentaries. 
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Institutional Change ^ 

Every city reports improved relationships, cooperation, and teamwork \yithin the 
local fire service. Many program coordinators report that local fire departments liked 
the positive publicity the series provided, and are now more committed to working 
together and sharing resources. ft It f s positive reinforcement even for fire departments 
not directly involved in the production. They appreciate the supporl," says Ira Bryant in 
Anchorage. 

In Southern California, Larry Marshburfi says the production effort and subsequent 
positive feedback have helped to break down long-standing "turf 1 barriers between Los 
Angeles-area fire departments/ - , 

» 

According to Lynn Oliver in Seattle, the program has improved the credibility of 
the King County office of code enforcement and inspection among local fire depart- 
ments. 9 

A * 

And, every city shows a big improvement in the ( relationship between the fire 
service and television news. As previous comments have demonstrated, fire educators 
* and TV news people alike are enthusiastic about this impact of the project. 

Norfolk's experience is a good summary case study on how a fire-safety miniseries 
can have broad institutional impact: 

• Regarding the relationship between the fire service and the news media, 
Diane Roche in Virginia Beach says, "The media got a glimpse of the fire serv- 
ice they never had before. They gained new respect for us. It changed their 
way of thinking." 

• Roche says this pioneer cooperative effort between Tidewater fire depart- 
ments "opened the dogr for future projects." -~v 

• According to Roche, one local fire department has already shown a tape of 
"Epidemic. ..Fire" to a county council budget meeting. 

• Within her own department, Roche says the series improved the relationship 
between fire educators and line firefighters. "It showed them in a good light," 
says Roche. "They liked the P.R. aspect." 

• Finally Roche says she "discovered" the city public information office as a 
result of the series. Now she can rely on the information office for support in 
contacting newspapers, radio, and TV. "There's less technical intimWation," 
she says. c 
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FIVE PART HHU-DOCUfCWTARY SERIES--HAY 18-22, 1981 
TEACHER QUESTIOHAIRE 

PosUif^lG; SCHOOL ^ Jn** M iTa f I. 
GRADE LEVEL [/> » 

' * ' i r 
U How wny students watched one or «ore segments? VQ 

2. How nany students watched all five segments? 



3. After classroom discussion, do you feel that nost of the. students learned 

socwtKing about' fire prevention that they didn't know before? j 1 P rs ^ j£ojas Clo CC. 



4a Do you think that it was a worthwhile pro^ox? *3^v.^f( t ^ f olii/s^, 



shown; content; clarity; effectiveness) 

t +v 



(X 



4 




PLEASE SUBMIT THIS QUESTIONAL TO THE SCHOOL OFFICE AMD THEY WILL HAIL IT 

v- 

BACK TO THt FIRE DEPARTMENT. THANK YOU. 

. ' KI RKLAIIO FIRE DEPARTMENT 

210 HA\JN STREET 
lURKLMD, WA 98033 



~ 1 I ■ 

Teacher evaluations , of the minidocumentaries have been overwhelmingly 
favorable. Shown above. is a teacher questionnaire distributed to one school 
district in the Seattle area. ' rv ' 
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Loss and Risk Reduction 



Few of the cities involved to date in the "Fire Education and the News" program 
can point to solid evidence of actual loss or ri^k reduction. Of course, in Los Angeles 
# there was that little b6y who credited the series with saving his life. In most cases, 
however, it is to* early to telL In at least one city, ironically enough, recent statistical 
reports show a slight increase in fire deaths since the series. But some pities do see 
indications of loss reduction. In Los Angeles," for example, Larry Marshburn says the 
total dollar loss 'for the 1980 Christmas holiday season— which came on the heels of the 
KABQ series—was "the lowest ever." 

In the StH^ouis metropolitan area, there /was an ironic twist on loss reduction 
thanks to a series; several neighboring fire districts that did not choose to get involved 
in promoting this series to their local community and schools have suffered the most 
deaths since the program aired. , ^ 



What About Cost? 

One of -the most remarkable things about the "Fire Education and the News" 
program is its cost-effectiveness. "For the time devoted to it," says Dfane Roche, "we 
got a good return on our investment. Time is really the ogly resource required. Little 
direct expense is involved." r 

No fire department spent more than $100 of its public education budget. One 
department reported a flat zero direct cost. Direct expenses generally involved printfhg, 
mailing, or administrative costs. 

V 

Program coordinators like Diane Roche generally spent less than one person- 
month (15 to 20 person-days) planning, organizing, producing, and following up the 
minidocumentary programs. Fire officials from neighboring jurisdictions who were 
directly involved in the production efforts averaged less than five person-days of effort 
for each individual. * 

A major factor contributing to the cost effectiveness of this program is the fact 
that all media consulting fees are paid by FEMA through the Illinois Fire Inspector's 
grant. The expert technical assistance costs local fire departments nothing . 

Program cost data is summarized in the chart on the following page. 
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Fire Education and the News 

COST SUMMARY 




Anchorage 


10 days 


4-5 days 
total ■ 


< $100 


$2 


$ 20 


— r4- 

Denver 


20 days 


4 days 
total 


0 


0 


0 


Detroit 


10 days 


20 days 
total 


< $100 


0 


0 

4 


Los Angeles 


13 days 


2-3 days 
per person 


< $80 


* 0 


0 


Norfolk 


15-20 days 


3-5 days 
per person 


<$100 


0 


0 


Portland 


15-20 days 


2-3 days 
per persons 

— 


<$100 

* 


0 


0 


Sacramento 


15-20 days 


2-3 days 
per person 


< $100 


• 0 


0 


St. Louis 


22 days 


2-3 days 
per person 


< $50 


0 


0 


Seattle 


20 days 


2 days 
per person 


0 


0 


< $100 
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In Conclusion ' 

» 

Carolyn Millington, a fire prevention officer for the Redondo Beach (CA) fire 
department who^isisted in the Los Angeles production effort, aptly summarizes the 
wide-ranghuj success of FEMA f s "Fire Education and the News" program. .Said Millington 
in a recent (m^ferview: "The cooperation was! grfcat, and the feedback was tremendous. IJ 
opened' up a new public education resourced It was a terrific experience for our 
department. Tm just glad I was a part. of it." 



* * * * * 



(More information about the FEMA "Fire Education' and the News" program can be 
obtained by contacting Mr. G. Clay Hollister; Chief, Public Education Program; U.S. Fire 
Administration; Federal Emergency Management Agency; Washington, D.C, 20472; 
telephone: (202) 287-0763. Program participation is arranged by writing to Mr. Lonnie 
Jackson of the Illinois Fire Inspector's Association; P.O. Box 521; Mt. Prospect, Illinois 
60056; telephone: (312) 392-6699.) 
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